Abstract. With the rapid development of e-commerce, the online product reviews and ratings play an important role on the purchase decisions of consumers. Most of the previous researches on online product reviews had focused on the empirical results, however, use of intuition usually resulted in poorer decisions and a lack of the scientific results is difficult to obtain the same conclusions. This study designed a new review ranking system which is used to examine how consumers read the online product review. All the online product reviews were collected from consumers through this system. After summarized and analyzed these data, the results demonstrated that most of consumers first searched out and read positive reviews, but spent more time on the negative comments. In addition, compared with positive reviews, consumers felt they need to read negative reviews even more carefully before they fully trusted a business. Thus, the negative reviews influence the purchase decisions of online shoppers since they would pay most attention to the negative reviews. This study can help enterprises to understand the consumers' perspective on using the online product reviews and give new insight for future research as well as effectively assist in their management on online reviews.
Introduction
Nowadays, with the rapid development of information technology and its applications over the past decades, the business processes within and between business enterprises and the consumer behavior have been changed dramatically. This change strongly influences the consumer to the brand relationship, and the way that people make purchasing decision has altered. For example, the consumers can gather lots of information about a product for their purchase options through websites. In the past, the product reviews usually were provided by people. Over 57.9% of consumers had to rely on their personalized experience or the recommendations from friends and family before purchasing, and about 57.5% of people had to watch the TV advertising or trust the reviews or advices from experts. As of June 2014, according to the statistics China's online population reached up to 751 million which led to the availability of customer reviews become widespread. In contrast to these traditional ways, today over 88% of internet users can directly obtain the product reviews through the online community and about 61.7% of them are recommended by others or believe their opinions from the people who had experienced the product [1] .
Online product reviews or comments provide by consumers can be defined as peer-generated product evaluations posted on company or third-party websites [2] . The online product reviews have a significant impact on the purchasing decision of consumers and the produce sales of the e-commerce [3] . For consumers, they can easily obtain more about the quality of products from others experiences by the online product review system. Because the consumer behavior is influenced by many things, like personal and psychological factor, family, and education, the e-commerce company always want to explore or figure out the consumer attitude of on their product in the most cost-effective way. Through these online consumer reviews, they can effectively control the grouping and availability of products, pricing, as well as advertising. Also, using the consumer reviews to combine their lifestyles, activities and interests can provide a better understanding of shoppers and a more effective communication between the company and the consumers.
In order to effectively analyze the consumer behavior and interaction on the produce reviews, this study has developed a platform to simulate shopping processes. All collections were based on the online produce reviews of the consumers to study their perspective or interests. This research will further help the e-commerce company quickly understand or catch the consumer reviews and give new insight for future research as well as effectively assist in their management on online reviews.
Research Background
The online customer reviews consist of positive, neutral and negative reviews or comments based on the sentiment classification. Recently, according to the literature, we found out that much effort and research has been focused on the impact of the online product review on the perceived usefulness of consumers' perception. For example, Ghose and Ipeiroties studied and found out that the extreme online product reviews or comments have a significant effect on the usefulness of making a purchase decision [4] . In addition, in 2010, Mudambi and Schuff had examined the role of the extremeness and depth level of online customer product reviews and comment as well as the usefulness, specifically looking at the characteristics of the reviewers through two types of empirical research including search-based and experiential products [5] . Another research by Pavlou and Dimoka has also shown that the extreme online product reviews are more influential than neutral reviews to consumers. Hao et al. studied the effect of film critics or comments and revealed that the positive ratings can positively influence the growth of film marketing [6] . However, some scientists and researchers believe that the online product reviews have different impact on the purchasing decision of consumers. In particularly, Eisend's research found that the neutrality of TV advertising includes both positive and negative reviews or evaluations which can make it easier for consumers to trust the product authenticity [7] . All above the researches have demonstrated that the online product reviews with a specific tendency has become one of the most important factors on determining of the consumers' purchasing decisions.
In 2010, Nielsen Corporation, a leading global information and measurement company, has reported that Chinese internet users are one of the most communities in the Asia-Pacific region for posting the product reviews including negative reviews. Reported by Nielsen, about 62% of Chinese internet users are more willing to share and post their negative experiences or reviews via social media, which is much higher than that of the proportion global internet users of 41%. In the meantime, some of the scientists and researchers have approved that the negative product reviews have a crucial impact on consumers in making their purchasing decisions. Sen S. and Lerman D. reported that the negative online product reviews can easily damage the every business and company's reputation in the market and have an important impact on consumer's helpfulness [8] .
Lundeen, Hannon and McKerma-Harmon found that the negative comments increase the perceived risk and dramatically decrease the number of the potential consumers and possibilities [9] . However, Sen and Lerman believe that the search and experience types have different emotional tendency on the review usefulness, and the positive reviews have more power than the negative ones [10] . In addition, post research has not provided an effective and efficient model to simulate the online product review on consumers' perspective. Development of a new online simulate system and theoretically grounded explanation is desired to address all above problems.
Thus, we have to figure out that which type of online product reviews with emotional orientation has a greater impact or is crucial on the determining of the consumers' purchasing decision and how? What kind of online product reviews the consumers pay more attention to? The previous researches focused on the survey regarding to questionnaires and conducted the statistical analysis, but it is difficult to directly reflect the consumer behavior in the field of online shopping. In order to effectively obtain the real and fast online reflection data and the consumer behavior and interaction on the produce reviews, this study has developed a platform to simulate shopping processes. Through this online shopping platform, we can rapid get the real behavior data of consumers and effectively analyze afterwards. Thus, we can further explore and evaluate the preferences of consumers when they use the online product reviews for making their purchasing decisions.
Research Method

Development of Simulating Online Shopping Platform
A simulating online shopping platform (as shown in Figure 1 ) has been developed by the Java language and the MySql 5.1.73 database, which incorporated the Spring Model-view-controller (MVC) and MyBatis frameworks. Spring MVC is the subsequent product of the Spring frameworks, which has been integrated in the Spring Web Flow. The Spring framework provides a full-featured MVC module for building web applications. MVC is the core of web project development for implementing user interfaces on computers. It divides a given application into three interconnect parts. The controller (C) separates the user client (V) and the business (M), which is a typical textbook MVC architecture, unlike Struts are all variants or not based entirely on MVC system framework.
MyBatis is an excellent persistence framework that supports common SQL queries, stored procedures, and advanced mappings. MyBatis eliminates almost all of the JDBC code and manual setting of the parameters and the retrieval of result sets. MyBatis uses simple XML or annotations for configuration and raw mapping, which maps POJOs (Plain Old Java Objects) to the records in the database. In the simulating shopping page (Figure 1 ), consumers can browse the detailed information of the product (i.e., cell phone) and the previous consumer reviews, including positive, neutral and negative reviews. In order to avoid the impact of the number of various emotional tendencies reviews on the time of viewing the reviews, our experiment set respectively the number of positive, neutral and negative reviews up to 100. These reviews were the actual review data and collected from a B2C website. If people want to read, they could simply click the button of "Add to Cart", if they do not, they can choose the button of "Return" and go back. The backstage of the platform recorded the browsing behavior of consumers on the shopping page, including the starting time and the length of staying time of clicking the button of "positive reviews", "neutral reviews ", "negative reviews ", "adding shopping cart" and "returning", and then analyzed consumer's preferences about information of the reviews. The backstage database and the collected behavioral data on the online consumer reviews are shown as Figure 2 and Figure 3 . 
The Process of the Experiment
In our experiment, all the data has been collected the data of online shopping behavior by the college students. According to the "2013 China Online Shopping Market Research Report", the group of internet users who are 20-29 years old is the main force in the online shopping market, about 56.4% of the total online consumers.
In 2011, a study had analyzed the 98 million registered internet users in the web of Taobao, and it showed that 35% of the internet users are between 18-24 years old, the users between 25-30 years old accounted for 48%, the users with college degree or above accounted for 59.5% and the ratio increased yearly. Therefore, the subjects selected in this paper meet the requirements of simulation experiment in online shopping experience. In addition, the sample selection of college students as subjects also has high homogeneity.
The experiment was completed in two parts for 15 days, one part was organized in the lab room and completed the experiment, and another part completed the experiment by the internet. Before the experiment, the experimenter told the each participant to purchase a mobile phone and informed them the shopping website, and asked the participants as an online shopping consumer to browse the product information according to their usual shopping decision-making habits. If the participants had the purchase intent, then selected the "Add to Cart" button, and ended the process of purchase; if the participants did not have the purchase intention, then clicked the "Return" button, and ended the shopping behavior.
425 people participated the experiment in total, the experiment collected 2100 the shopping decision-making behavior data. Excluding invalid data, the experiment adopted 2024 pieces of effective shopping decision behavior data from 398 people. Data descriptive statistics in Table 1 . 
Data Analysis
For the 2024 pieces of review data, the starting time of the clicking the button of good reviews, medium reviews and bad reviews by the participants and the total time of reading each type of the reviews were sorted out separately(see table 2 and table 3 ). The first reading rate of the good reviews was 63.64%. The first reading rate of the bad reviews was 31.28%, while the first reading rate of the medium reviews was 4.55%. The average time to read various types of reviews, the reading time of the bad reviews was longest, it was 442.24 seconds; the reading time of the medium reviews was shortest, it was 84.35 seconds the reading time of the good reviews was 214.71 seconds. Table 2 . Analysis about of the first reading reviews.
Type of reviews
Proportion of the first time reading Good reviews 63.64% Medium reviews 4.55% Bad reviews 31.28% Table 3 . Analysis about of the length of reading time.
Type of reviews Average length of reading time (seconds) Good reviews 214.71 Medium reviews 84.35 Bad reviews 442.24 From the data analysis of the results, when the consumers of the online shopping browsed the reviews information of the product, they began from the good reviews generally, while they stayed for the longest time on the bad reviews. It indicated that consumers paid more attention to the bad reviews, they would pay more time to read the bad reviews. As a result, companies should pay attention to behavioral preferences of consumers viewing online reviews and remedy negative online comments to reduce their negative impact on consumers actively.
Conclusions
In this study, we have designed and developed a new online shopping platform in which we can easily collect all the data of the potential consumers' behavior regarding to their reviews or comments and experience on the products. Afterward, by summering and analysis of these data we found that at the beginning most of the people prefer to browse the positive reviews on the products, but spent longer time on the negative comments. Therefore, we believe that the negative reviews play a more important role than the positive reviews on the purchasing decisions of the online consumers. Different from the traditional research methods including two types of empirical research of search-based and experiential products, this study based on a new online shopping platform approved that we can effectively collect the real behavior data from the online consumer and analyze these data. All these above experimental results and their related explanation demonstrated that this new online platform is more easily to operate, and the conclusions are highly realistic reliable and more persuasive than the previous methods.
Furthermore, this study offers more possibilities to guide the e-commerce company to strong their relationship with the online consumers. Firstly, the e-commerce company has to provide the consumers the real, useful information of their products, as well as quick response to the online consumers' questions and help the consumers make their purchasing decisions. Then, the company should improve their advertising policies to encourage the people who have high credit standing to share their product experience and reviews. Last but not least, since the consumer pay close attention to the negative reviews, the company should quickly response to the negative reviews to reduce the damage of their reputation.
